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MANAWATU

1.1. A Destination
Management Plan for

1 1 1 p
[ + (4 o

Globally, the visitor economy has significantly changed , driven by

COVID-19 and dramatic shifts in the way visitors seek, plan, and

consume travel. This Destination Management Plan (DMP) for

Ma n a w astsat within this dynamic and changing environment . It

adopts a local view, while also being cognisant of broader regional

and national contextual influences. It has  been develop ed to

provide strategic direction for Manawamn@d Manawat GAs to
stakeholders to plan for the sustainable management,

development, and marketing of tourism for the region over the next

10 years.

As the tourism agency for Ma n a w aregidn, Central Econo mic
Development Agency (CEDA is well-positioned to work with
stakeholders to drive and coordinate the sustainable management
and development of tourism across Manawat @

Currently, Ma n a w asthame to some 124,300 people and covers

an area of just under 3 ,000 square kilometres. By 204 8, the region

is expected to be home to around 136,900 residents.  In developing

this DMP, careful consideration has been given to adopting a

sustainable approach to ensure that the development of tourism

also improves the liveability o f Manawat 0As communi ti

Ma n a w adffeis an authentic Kiwi experience with dramatic

landscapes that sweep from the rugged Ruahine and Tararua

Ranges out to the Tasman Sea. It offers an exciting adventure

playground for visitors and locals alike, with a variety of cycling,

mountain biking or walking tracks offering stunning scenery and

views, along with white water rafting, kayaking, horse trekking and

kite surfing. The regionis alsohometo TeApizManawat o Gor ge
ancient native bush and a land steeped in legend which can be

explored by foot, bike, jet boat or horseback.

2| Manawato 2032




MANAWATU

1.2. Strategic Framewor Kk

The following strategic framework has guided the development of this DMP and should be used to direct tourism development for
Ma n a w @aoing forward. This framework has been developed in close consultation with CEDA, Palmerston North City Council (PNCC),
Manawat 0 Di s t(MDC} mmandwhanuaand industry.

It is important to note that activating the key focus areas will require a collaborative approach  with many different stakeholders  (PNCC,
MDC, Horizons Regional Council , CEDA, industry, mana whenua and community).

Figure 1 Strategic Framework

The Vision

Jfo grow visitor activity and value for the

Guiding Principles

Protection & Participation & Partnerships , Sustainable
Sustainability Community Collaboration & Progress
Aspirations Relationships
Of the cultural identity and Stakeholder p articipation that Whanaungatanga is at the A focus on higher quality visitor
values of mana whenua and ensures the DMP algins with heart of destination economy outcomes that align
Manawata; of o community aspirations. management. Strong, equal with mana whenua and

kaitiakitanga of our natural partnerships are essential to broade r stakeholder

environment working together to support aspirations for growth.

one another and achieve
greater good .

Key Focus Areas

Sustainability &
Regenerative
Tourism

Insights &
Industry
Development

Product
Development

Leadership & Market
Advocacy Development

Infrastructure
Growth

& A %

Work with all levels Work closely with Advocate, lobby and Work Support Positioning
of government and the industry to engage to best collaboratively to ManawAs 0 Ma n a w ag al
partners to identify deliver robust and represent and target markets that stakeholders to leader in taking
infrastructure current visitor coordinate align with the enhance and pragmatic action on

needs that support datasets along with the needs of regi onAs v developinnovative sustainability.

the growth of a training and ManawAs O attributes. and contemporary
sustainable visitor upskilling tourism industry visitor experiences

economy. programmes. stakeholders. that will strongly

appeal to our target
visitor markets.

3| Manawat @
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MANAWATU

1.3. Measuring Our Success

This DMP is focused on five goals, which aim to deliver on the strategic framework.

1. -

is dogreat place to live, visit, study, and work.

B s “_ ' .Y " yisjtor economy to ensure a

o = T - o+ P

2 « thriving local economy and improved social wellbeing.

Develop strong product and promotional links with surrounding regions
3 . Via greater networking, wider marketing campaigns and extending
products and experiences.

Ensur e tourism development and growth sustains and enhances

A, .-

[ + [ o o - 1 + ’ . o ~ + 5 s = T N

first and foremost and then its visitors.

Develop a stronger sectoral collaborative approach with mana whenua
5. for the sustainab ., .~ " ., . _ ., . .. _ A o I < I

ensures engag ement with all related sectors (sport, education, arts,
history etc).

4| Manawata 2032



MANAWATU

1.4. Our Visitor Economy

Figure 2:_“ _ * _“ _ p4da. 7 .7 bASummary !

o - HJL\
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! Based on visitation data (NZ IVS, New Zealand Regional Tourism Estimates and the New Zealand Visitor Activity Forecast - https:/freshinfo.shinyapps.io/NZVAF/), discussions with
CEDA, both Councils, transport providers, and local industry operators.
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MANAWATU

1.5. Driving Sustainable Tourism for _ ' _ * ‘. p

A total of 65 recommendations have been identified forthisDMP . These i nclude a range of what have bee
and Jdevel op me 8tiategip initiativess t seflect those recommendations that are  the building blocks to support a visitor
destination and, whi | e -cattontg j b epirnog emajsqr threiybbaornre necessary to ensure
approach is achieved. Development projects , on the other hand, reflect physical projects such as new or enhanced accommodation,

tourism attractions or events (for example ).

Those indicated with a t are strategic initiatives z all others reflect development project recommendations
Figure 3: DMP Recommendations

Infrastructure Insights & Industry

Growth

Development

Advocacy for improved digital coverage A Effective partnerships with tangata whenua !
Arapuke Forest Park road access A Improve visitor data, research & insights
Arapuke to Te Apiti track skyline 1\ A Industryfamil program !

Ashhurst Loop track (Te Apiti) A Integrated destination calendar !

City to Ashhurst/Te A p ipathway A Tourism industry networking events !
Enhanced inter -modal transport services (airport, rail & road transport) A Upskilling operators ¢

Feilding Civic Centre upgrades ]

Himatangi Beach break wall remediation Leadershlp &
Himatangi Beach car park Advocacy

Himatangi Beach master plan !

Improved placemaking throughout Ma nawat O
Manawatd Scenic route upgrades
Public toilet facilities

Ruahine National Park loop trail

Seasonal hop -on, hop -off discovery bus !

Suspension bridge (Te Apiti)
Te Apiti amphitheatre

Product

Integrated event planning !

Manawat o/ Palmy proud campaign
Strengthen relationships with surrounding regions ¢

Visitor economy awareness campaign

A
A
A
A

D> D> DD DD DD DD D

Market

Development Development

Agri showcase & food experience

Arapuke forest adventure hub

Barneys Point loop track (Te Apiti)
Beach blokart event

Boutique art hotel in Manawatd Dist
Palmerston North CBD hotel

CBD rooftop bar

City to Sea Rail Trail

Conference centre & hotel as an anchor for Civic and Cultural Precinct
Destination holiday park along the riverside precinct

Expanded river -based activities (kayak, SUP hire etc.)

GorgeQuarter -Touri sm Hub West (Te Apiti) Regenerative Tourism
Gorge mountain bike trail (Te Api t i)

Continue to promote Ma n a w aéstination brand !
Develop targeted domestic market content !

Market development strategy for overnight visitor growth !
Regional tourism marketing strategy !

> > > >

Sustainability &

Himatangi Beach pop -up trial A Collabqratg with envirgnmental gpecial interest grou.ps. !

lan McKean Pinetum A Determination of carrying capacity system and monitoring

Lindauer Trail (Te Apiti) ! . ) _

Manfeild accommodation & event infrastructure A Focus on e:\Iectrlc Yehlcles and public .transport ;

Mt Lees Reserve homestead boutique accommodation A Regengratl\_/e toynsm support promotional campalgn‘ !

Ol d Gorge Road shared path (Te ApitATe Api ti Masterplaont_prOJect ¢
A Zero Carbont!Manawatd

Outdoor hot tubs & wellness facility with  dark sky experience

Outdoor sculpture trail

Rangitane projects (Te Apiti)
Rangiwahia Scenic Reserve trail & hub development

Regional garden tours

Ruahine walking trails

Skybridge connecting ranges (Te Api
Skyline track (Te Apiti)

UNESCO Geopathk (Te Api

D> D> DD DD DD D> DD DD DD DD DD DD D D
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1.6. The Priority Projects

The following provides the suggested priority recommendations to be
it is impractical to try and activate too many projects at the same time; and a great diversity in their scale, type of devel
and their timeframe for activation. The methodology for

Table 1 The priority strategic initiatives

Agri showcase & food
experience U

Ma n a w astwell-regarded

Arapuke forest adventure
hub O

The Arapuke Forest

the selection of these priority recommendations is in Section

Palmerston North CBD
hotel U

A hotel has recently been

MANAWATU

focused on. They offer a starting point for activation of this DMP as

opment, location,
3.3 of this DMP.

Conference centre & hotel
as an anchor for Civic and
Cultural Precinct 0

A new or upgraded

= strategic initiative |0 =

feasibility study assessing
the viability of developing
a major agri showcase
centre and food
experience.

devel

Forest Mountain Bike
Park and ways to
introduce options to
support its viability
(including the
introduction of
commissionable (paid)
elements into the
precinct such as a pay -
for -use chair lift, a café, a
viewing platform at the
summ it and potentially
hire facilities).

opment project

planning approvals to
enable sufficient rooms
to be provided on site

A Provide market demand
data to support evidence -
base for the feasibility
study

% as an agricultural and Mountain Bike Park is a announced for the High conference centre in
_5 farming centre. However, its significant asset for the Flyers site, subject to a full Palmerston North CBD to
g positioning as a major agri - region and could be a feasibility analysis . This is enable the city to cater to a
tech hub goes largely under catalyst to expand not only needed to determine the size greater range of conferences
the radar as many of the mountain bikers' interest s of the hotel and supporting and business events, with an
companies in the region but also walkers and others. facilities. attached hotel facility to
developing innovative agri . . support conference
. PIng . 9 o This project should be pp .
solutions and leading To support its viability, the ) ) activities.
. . . . actively supported along wit h
technology do not outwardly potential exists to investigate : )
; . . . . ensuring that an optimum
display information on what introducing some
. . . number of rooms can be
they are doing. commissionable (paid) )
) . supported on the site.
) . elemen ts into the precinct,
The potential exists to L .
. ) possibly including a pay -for -
showcase this profile and to - .
. L use chair lift to enable leisure
begin to positon Manawaft .. ;
) . visitors generally, mountain
as an agri-tourism .
S ) bikers and walkers to access
destination with the . . . A
. a higher point of the site with
development of a central agri . .
ease along with possibly
showcase and food . P
- i offering a café, viewing
éxperience centre. platform at the summit and
poten tially hire facilities.
A Wor k with Man|A Complete afeasibility A Support the A Continue to support
g agri sector to consider study looking at options developer/investor to P N Caster planning
'§ commissioning a to enhance the Arapuke achieve required and cultural p recinct

work which includes a
new or upgraded
conference centre in
Palmerston North CBD
and a supporting
adjoining hotel facility.

7| Manawat @
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Effective partnerships
with tangata whenua

T R A
proud campaign

Effective partnerships with

Development of a campaign

- Tourism

= =

Gorge Quarter
HubWest ~~ . O

J °

Development of a hub for

q

MANAWATU

Tourism industry
networking events

The consultation undertaken

= strategic initiative |0 =

to facilitate, and foster
authentic and unique
cultural experiences and
share ManawAt O
cultural story with visitors

A Continue to build
relationships and
partnerships with tangata
whenua

A Support and enable the
development of tangata
whenua's tourism
aspirations

devel

ambassadors for their
city and region

opment project

visitor activitie s with

overnight
accommodation within
Te Apiti

% Manawat o0 i wi a1 targeted at locals to be visitor activities with for this DMP highlighted that,
_5 whenua are essential for proud of the region and what overnight accommodation currently, there is a limited
§ sustainable tourism growth. it offers. This could include within a strategic western collaboration amongst
Manawat 0 has t Hf profiling all the various gat eway | ocat i d industry operators within the
opportunity to be a leading things to do in the region tourism sector but there is a
provider of authentic, (particularly new things that strong desire to increase
i mmer si ve Maor i have come on streams in the this. The opportunity exists
experiences and to weave its last few years) that locals to set up quarterly industry
uni que Maor i c | maynotbe aware of. networking events
history into th e visitor sector
more generally.
A Continue to work with A Create an advocacy A Undertake a feasibility A Run quarterly tourism
g the Rangitane program that encourage s study assessing the industry networking
§ Tourism Working Group locals to become creation of a hub for events.

A Profile the events via
industry communication.

8| Manawat @
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1.7. Where To From Here?

Ma n a w asta diverse region and it offers a unique and authentic
tourism experience. The region has real strengths in its strong
domestic business market, as an outdoor recreational playground
for short -break visitors, as a sporting event destination (particularly
for secondary school events) and within the agri  -tech sector. These

should continue to be leveraged going forward.

Achieving the recommendations identified as part of this DMP will
require the active participation of a range of stakeholders, including

government (at all
There

collaboration and participation

levels), industry, tangata whenua and

community . is a need for far greater stakeholder
to support sus tainable growth f or
Ma n a w A igitor economy and to grow leisure-based visitor

markets (which are underrepresented currently ).

Although this DMP has identified over 50 recommendations to
pursue, these have been prioritised to ensure outcomes are
DMP

generated and to prevent t h e from merely

Creating a sustainable level of activity is, therefore, seen as the key.
Often the temptation is to try and take on too much, too quickly and
as a result, resources are often spread far too thinly to achieve
desired results.

To successfully activate and deliver this DMP, the following is
suggested.

A Opportunities for expanding tourism marketing campaigns for
the region (led by CEDA in partnership with key stakeholders)
are activated so a well-integrated approach is followed

A Core stakeholders (representing all areas of the visitor

involved in

DMP

economy) are actively encouraged to remain

driving the agreed outcomes and the resourcing of this

A There is an acknowledgement that

be

MANAWATU

although this DMP is for
Ma n a w aDisfrict and Palmerston North City, there are
surrounding regions that offer products of a complementary
nature and who are keen to work with  CEDAto offer a stronger
and more compelling visitor

proposition (particularly

concerning investigating packaging various trails including

drive, cycle, walking, equestrian, kayaking, rafting etc .).

A This DMP should assist the shareholder councils in setting

their respective LTPswhen updates are undertaken

A Although this DMP has deliberately identified several priority

recommendations to support the sustainable growth of the

visitor economy, CEDA and the various visitor economy
stakeholders s hould select 3 -5 recommendations only, to
drive the DMP as the top priorities for the short  -medium ter m
(acknowledging that other initiatives can be added to over time
once the priority short term projects are already activated)
Thére iga néed io avBid thyihgtd tdke on too much

Important ly, the role of CEDA is

too quickly
without sufficient resources.
and advocator . To achieve this

as a facilitator, coordinator,

role, sufficient capacity and resourcing are required.

A The delivery of new tourism projects identified within this DMP

will likely require funding for feasibility study analys es and
business cases. Funding should be identified and set aside for
allowing at least the top 3 priority recommendations to move
to the next stage of development, whether the funding is

coming from public or private sector sources

In summary, t his DMP outlines the prio rity recommendations to
grow ManawAs Odvisitor econo ihygoesgthusi by g
offering a combination of targeted and tactical short -term
recommendations, as well as long -term actions to work towards, to

rward.

help the sector recover and thrive moving fo

9| Manawat @
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2.1. -

V4 A\N

Although this DMP refresh has been developed as an initiative of
CEDA, CEDAAs be
and support. Implementation of this DMP will be undertaken by a
mix of stakeholders including PNCC, MDC, CEDA, and DOC, in
sm industry stakeholders and mana whenua

rol e wildl one of

partnership with touri
CEDA will, however, need to play a key role in overseeing the
implementation of the DMP and supporting partners in their roles
and responsibilities.

There are also several marketing opportunities for which CEDA  is
best placed to develop and coordinate for Ma n a waand

Palmerston North separately.

The role of CEDA, Manawat 0As

to coordinate tourism -related strategies and projects that will

as regi onéa&l

promote and achieve growth and promin ence of the visitor

economy across Ma n a w arhisiis done in line with the objectives,

MANAWATU

strategies, and commitments of the New Zealand Government and
MBIE gnd wilh lge achievedrindparmership and with thedsuppartafc vy |,
other government agencies ; PNCC and MDC, industry and business
and

associations; tourism and allied business operators

throughout Manawat @

In addition, feedback from operators in neighbouring regions
(Horowhenua and Ran gi twhokbeth do not have an RTO),
h CEDA to help build wider
in both marketing

indicates their interest in working wit
opportunities for tourism collaboration

campaigns and product development.

With the Te

rteocurreiastm oonragl a npirsoagteicotns, i n

Apiti Manawat @
Te Apiti Ma

and need for the Tararua region to also collaborate with CEDA on

proposed

both marketing and product development opportunities which Te

Api ti Masterplan has already identifi

11| Manawatao 2032



2.2. The Process Followed

tmage credit: Junior Road Safety ParkMa n a“wNZtcal

To help frame the preparation of the DMP,

the following principles were established to

help guide the planning process and

industry consultations:

Ensure tourism growth is productive,
sustainable , and inclusive.
dent s A

development  of

Umprove resi

Promote  the

sustainable and commissiona ble
visitor experiences.

Ensure infrastructure is catering to the
needs of residents and visitors.

Maintain local resources (e.g., people,
open spaces etc.).

Create experiences for specific market
segments.

Ensure the quality of the visitor
experience.

Gain/maintain competitiveness in the
market.

Value and celebrate local cultures and
identities.

cohesion and

Improve industry

collaboration.

2.2.1.

Methodology

The following investigations and inputs

were undertaken or reviewed to inform this

DMP.

A Desktop research and literature

qua®f®y of 1ife.

A Situation analysis.

A Workshops with industry and other
relevant stakeholders.

A Visitor economy assessment
(including historic visitation data).

A Tourism product audit , gap analysis
and consumer sentiment assessment.

A Community and industry visitor
economy survey.

A Analysis of macro factors relevant to
the visitor economy.

A Identification of preliminary
recommendations.

A Workshop with industry to discuss
findings and preliminary
recommendations.

A Prioritisation of recommendati  ons.

A Development of draft DMP document.

A The socialisation of draft DMP and
integration of any feedback.

A Finalisation of the DMP.

MANAWATU

2.2.2. Industry and

Community
Consultation

The input received from the community
and industry was invaluable and provided a
the DMPASs

keyresour ce f or

Industry and other relevant stakeholder
consultations (on-on-one sessions) along
with a large number of workshops and
focus group sessions with a variety of
stakeholders were undertaken during site
the

econference

visits  to region as well as via
tel

process.

12| Manawat @
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MANAWATU

2.3. About Destination Management Planning

2.3.1. Whatisa DMP?

A Destination Management Plan (DMP)is a
strategic plan that sets out a shared vision
between stakeholders regarding what their
visitor sector should look like and what it
will take to get there. Destination
management reflects a shift away from a
sole focus on destination marketing to a
mo re holistic and collaborative approach to

managing visitor growth.

3JDesti
the mechanism by which New Zealanders

nation
can ensure that tourism in their region
reflects their wishes and they have an
agreed way to maximise the benefts that
tourism brings whilst managing any
negative impacts. It helps give greater
certainty to the private sector that enables
long term investment as well as confidence
to the public sector about the facilities and
ser vi

ces they?need t

A DMP sets the high-level strategy and

direction for the visitor sector over a
multiple -year time horizon, with separate
tactical

and operational plans sitting

underneath the Plan to guide execution.

the
management of all aspect s of a destination
t hat but e

Destination Management involves

contri to a
including the perspectives, needs and
expectations of
the

businesses, community, central and local

whenua, tourism industry, wider

government.

2 |ain Cossar. GM Tourism, MBIE (Destination
Management Guidelines 2020 )

A DMP collectively sets the direction for
where we want and need the visitor sector
to go, and what we do and d o nwant as a
region, ensuring we can improve and not
detract from the brilliant lifestyle we have

here in a way that makes our region not

only better off economically, but also

socially, culturally, and environmentally.

If not well -managed, visitation also has the
potential to bring about negative im pacts
such as over-crowding or harm to the

Manageme aniron?ngng lﬂegtiﬁa[ﬂorﬁ i IOIa(?wagén?ent

ensures a holistic and integrated approach

to the visitor economy, with three

interdependent components:

A Visitor Experience:
experience offering, including
activities,  attractions,  supporting
infrastructure, services and

A Marketing and  Promotion:  the

ptd(;@it(ijg.ajtimarke‘timg and

promotional activity, creating demand
and enabling the destination to be
competitive, productive and

A Resource the

and

Management:

policy,
frameworks, Te Tiriti o

destination A s strategy,
regulatory
structures

Waitangi, organisational

and the investments that support the

v i destinatipn. A s

This DMP envisages visitation being

viisi b0 daSed in aNVAPthat not ofy3bduces

economic benefits but also improves social,
cultural, and environmental outcomes. The
Plan provides a collective roadmap for how

we can work together to grow the value we

experience,

receive from visitors to our region, improve

the quality of life for residents and
ultimately create a better
everyone.

2.3.2. Why do we need a

destination
management plan for

L b

management

— + « o

Destination enables
communities and destinations to respond
to changing conditions and determine the
type of tourism they wo uld like to have and
the benefits they would like to receive,
taking an active role in managing these. It
focuses on destination management which
the dest. nagl onAs
is a holistic approach to planning for and
sustainably growing the visitor economy.
Unlike traditional tourism
tend to be

strategies which
focused on marketing,
destination management is much broader

and focuses on product development,

investment attraction, planning
requirements, industry  development,
visitor management, infrastructure

development as well as dest ination

marketing.

A DMP provides a platform for future -
proofing Ma n a w ag aiplace people want
to live, work and visit . It also assesses ways
to increase economic, environmental, and
social benefits. The DMP sets out a clear
collaborative alignment across all sectors

(public and private) that engage with and
talk to;

residents, and businesses.

visitors, locals and potential

13| Manawat @
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2.4. Definitions to

2.4.1. What is our region?

Our region comprises Palmerston North

Assist

2.4.3. What is a visitor?

A visitor is any non -resident who spends

City and Man aseetFigureDd). s ttimeé cimn our region. This includes
However, we know that visitors to our holidaymakers, people visiting friends and
region are unconstrained by local relatives, short -term students,
government boundaries and will in some international students, business travellers,

instances choose to engage in experiences

beyond our regionAs

needs.

We understand that a strong visitor
proposition in neighbouring regions will
help us to collectively compete more
effective ly with other parts of New Zealand,
most of which are also trying to grow

visitation.

2.4.2. Who are our tangata
whenua?

In Palmerston North District our tangata

whenua are Rangitane

Manawat d District our

Rangitane o
Ngati Kauwhat a.

treaty partners.

I\aatniaw%aatuuk,avﬁﬁ
These

event attendees, shoppers, people with

donAt
but
havenAt

mor e. We
"t ouri stsA
friends

see
as

we

2.4.4. What guidance have we
used to prepare th is
plan?

To holistic  destination

management

ensure  a
approach
was essential that the views, aspirations,
and concerns of our wider community were
taoken Mréton ac%l%lc{ergt[on gﬂrrc])ugh an
e[xtgnﬁl\ée a tc%lnsu‘lltva.va n Brocess él' his
rogcn drecognises that Destination
Magargeementtdﬁeg notrhaé)%eP in |ﬁo|at|on:
it involves a wide range of sectors,

stakeholder groups, communities and
delivery partners including local and central
government, businesses, sector groups and

communities.

b o meatlieat reeds seekma specialist yaret amce i r

met

f

MANAWATU

of this
Management Plan has been guided by:

The development Destination

A The new best practice Destination
2020
developed as a priority in the New

Management Guidelines

Zealand-Aotearoa Government
Tourism Strategy .

A The Long-Term Plans of Palmerston

t heNQrthi sGirtyy g Cougnci |

t e mpRStgtequncil L 6 s gent s,

Ay gagnsultation with, and input from
tangata whenua and iwiand Mao.r i
A Consultation with, and input from our
local communities and business sector
A Research and workshops conducted to
understand the region 's positioning
and potential with iw i, visitors, and
or cowfgrgngevggcttorust’akehloI(}ers.
A Input from our key stakeholders
including Massey University, Te
P G k e n-gUCOL, Palmerston North
Al

Chamber of Commerce, Feilding and

rport, Sport
District Promotion, Air New Zealand,
MBIE,
Conservation.

and Department of

14| Manawat @

and

Manawat O

2032



Figure 4:_* , ' _ ' Repion

MANAWATU

¥

Whanga
Sy s
Mgpawutu
< 7~ ‘

OO A~ - e S PR T A N
Palmerston North ~ Wellington &% 1hr 50 min /142 km b
Palmerston North ~ Wellington ﬁ 2 hr
,;7 Palmerston North  Auckland z 1hr10 min g
~ Palmerston North  Auckland &S 6 hr10 min /511 km
Palmerston North ~ Auckland E 8 hr 30 min P

SRS e i ( - ’- 'Q, ; T B

e

.',___J Manawatd region

@ Airport
[ | pocEstate

s Major Highways & Roads

- S R : e b
e )Sie= LS~ PN R e

15| Manawat @

2032



2.5. Our Visitor Profile

Image credit: Rathmoy Lodge ,_* . ‘ . ‘NZ.po.nz

Understanding the profile of Ma n a w Asiiors is important when

planning for our visitor economy . This includes insights into:

A

the size of our visitor market, in terms of how many visitors
are travelling our region, and how this has changed over time;
where visitors are coming from, including from domestic and
international origins;

the split between day trippers and overnight visitors; and

total spending by visitors.

2.5.1. How data has been derived

There are significant data gaps in New Zealand A ®urism /visitation

data. Before 2012, a comprehensive dataset that covered regional

tourism was issued 3, however, this full dataset is no longer

Table 2: Data Used

Metric Source Used

MANAWATU

available. As a result, data is currently collected from several

different sources 4, each of which uses a different methodology and

often has different boundaries applied. This makes it extremely

challenging to determine a complete picture of visitation to a region

and perform trend analysis.

To determine a comprehensive picture of visit

variety of datasets have been leveraged. These are summarised in

Table 2.

To eliminate the risk of double counting, and to provide an

understanding of where visitors are travelling within the region,

data has been shown by TA, rather than providing a combined

regional dataset.

Visitor Spend z Domestic &
International

=  MBIE's TECT Data.

Visitor Nights and Accommodation
Utilisation

=  MBIE's Accommodation Data Programme

Visitation z Domestic Day Trip

=  Domestic day trip travel as a percentage of total international travel was obtained from
the 2011 Regional Tourism Estimates and applied to current domestic overnight data
from the New Zealand Visitor Activity Forecast.

Visitation z International Day Trip

= International day trip travel as a percentage of total international travel was obtained
from the 2011 Regional Tourism Estimates and applied to current IVS data.

Visitation z Domestic Overnight

= Data compiled by Freshinfo as part of the New Zealand Visitor Activity Forecast. This is
based on a comprehensive nationwide survey of AA members.

Visitation z International Overnight = New Zealand International Visitor Survey.

% Including total visitation by market (overnight and day trips by international and
domestic visitors), spend, average length of stay etc.

“dncluding
etc.

the

qvs,

MBUEASs

ation to Ma nawaat 0

visitor spend dat a,

16| Manawat @
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2.5.2. Historic Visitation

Figure5provi des a summary of visitation to botfiom®i3lton2620.4dtdemanstidtesr tthat batm d Ma n
areas did not experience as dramatic a decline due to COVID -19 as many other regions because of its strong domestic market focus and
that Palmerston North, as the major city and population centre, generates the most visitation, recording 1.17m visitors in 2022

Figure 5: Historic Visitation to Palmerston North City - _“ ., ", ", b ~7b2022° x|
B _‘ﬂ‘n_‘— o = ' v - € - °
2018 2019 2020 2021 2022
12 4 12 &
117
1.1 4n
1.0
6 313 6 410 6510
5 8k
49K 50K 503 51K
45K
4 Bk 6 15k 4 gtk 6 Bk
mm mm B 10k 1 3Bk 261 332 995 13k
— - S - — — S = — =
0ng o ©g ©Z » n'C S g4 ©C - ng w- ©g4 ©Z - ng o- ©g ©Z g 0w © © = -
[y wf <A ff wg wf < Cf [} [Ny wf <A Cf [} [T wi <N Cf [Ny wf fg Cf [}
£ Ew; 5o € Ew; ;w = € Ew; ;m = € Eq,; ;w £ E‘”cu ;m =
& 8z - .z a 8z - -2 & 8z - .z a 8z - =2z & 8z - .z
o ¢ Zo o = o o = Z o0 o = o o T Zo
o =2 o = o o o =2 =2 o
LT LT S T T,
2018 2019 2020 2021 2022
2 914 2916 » 8l 2 9k
2 6k
1518 1500 16K
1416
12k 1216 1218
11k
SOk - Bk Sk 66k 11K 14k 50 100 104 132
o, s L ® = .z © S = - e A - o WS © 2 @ P A -
gg gf Eg Cf :);E Cg Ef o $§ $f cg Cf ° z 25 cg cf ﬁg gf cg cf °
£ Ew; ;m Em; ;m = £ Em; ;m = € Em; ;m € Em; ;m [
8 g>‘_‘ o> 8>~ o> 8 g>_‘ o> 8 S>H o> 8 g>‘_ o>
o = Zo o t -0 o t e o t - o o = e
=2 =2 o o o o o o =2 o

5 Based on visitation dat a (NZ IVS New Zealand Regional Tourism Estimates and the New Zealand Visitor Activity Forecast - https:/freshinfo.shinyapps.io/NZVAF/ ), discussions with
CEDA, both Councils, transport providers, and local indust ry operators.
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Ma n a w astvery much a domestic market: for both TLAs , domestic visitation (day and overnight) comprised over 90% of all travel (see
Figure 6). Interestingly, the regio n has a stronger proportion of domestic overnight than domestic day trip visitation. This is a strength that

needs to continue to be built on.  Overnight markets ten d to be far higher yielding because of the additional spend they ge  nerate on
accommodation, food and beverage, transportation, attractions, retail etc.

Figure 6: Historic Visitation to Palmerston North City - R

20 2% 5%

A

Visitor Type
M pomestic Day Mdnternational Day

M pomestic Over.lgmuernational Overnight

The age of travellers to the region (Figure 7) is fairly even ly split for the district, with a slightly stronger ~ 15-34 age group for Palmerston

North, reflecting potentially a strong sports attendance for events and  the number of Massey University students.

Figure 7: Historic Visitation to Palmerston North City - _*‘, ‘. ", p ~" .. "+, 7 ‘ oox sy

- . . o b~ - i e e = - e e,

3554 3 0
3 %

© Ibid
7 Ibid
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Figure 8 summarises the origin of domestic visitorsto Pal mer st on North and Manawatd:District

A Wellington is a major generating market for  the region , with more than one -quarter of all domestic visitors originating from the
Wellington region . Transmission Gully has greatly reduced the drive time ex Wellington making the region even more accessible.
A Auckland is the second largest domestic market for Palmerston North highlighting its strength as a business hub and VFR (visi ting
friends and relatives) destination.
A The business hub that Palmerston North offers for a much wider catchment than Ma n a w aréflécts the opportunity to keep on
strengthening this with many visitors coming for business, shopping, and events, especially from Wanganui, the towns within the
R a n g i and Htoeowhenua regions which are all  fairly close.
Figure 8: Historic Visitation to Palmerston North City - _* ., ', b ~" 0T, T LT e T T
o Bay of Plent )_4%
n"Canterbury _3%
. Otago _ 3%
_'Gisborne -2%
Nort hl and - 1%
Tasman - 0.9%
Mar |l borough .0.8%
We st Coast I0.3%
Nel son IO.3%
Sout hl and IO.Z%
" Bay of Plent )_6%
o Canterbury _5%
© Otago - 2%
:Northland -1%
" Gisborne - 1%
Tasman . 0.6%
Mar |l borough .O.S%
Nel son I 0.4%
Sout hland IO.4%
West Coast 0.0%
8 Ibid
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Australia is the major international  visitor market for the region 7
comprising almost half of all visitors to both TLAs (see
UK, USA, and Germany which
are thought to reflect strong business and technology connections

Ma n a w ard 66%

The other category primarily reflects other

Figure 9).
Other major markets comprise the

(repres enting 73% of all international visitors to
for Palmerston North).
European generating niche markets (that are not large enough to
represent their own individual country) , also with strong busine ss

and tech connections.

Figure 9: Historic Visitation to Palmerston North

Austral
° Ot her

- UK

Ger many 9%

3%

. US

- Canada 3%

Japan 2%

Sout h K|0.0%

Singapo|00%

China 0.0%

Austral

Ot her

. UK 9%

7%

Ger many 7%

.

':China .2%

: Si ngapo.l%
Canada .1%
Japan .l%
gndi a I0-9%
South K|0.2%

9 Ibid

Ciy - _".".".b
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With the COVID-19 recovery likely to extend into the medium -term,
Australia is expected to continue to be the major international
market for New Zealand for the foreseeable future. There are
already strong business and VFR links between Ma n a w aahdd
eastern seaboard Australian cities especially (Adelaide, Melbourne,
Canberra, Sydney, Gold Coast and Brisbane ) with the potential to
start to grow a leisure market as well. Direct flights ex these  cities
into Auckland and to a lesser e xtent Wellington, provide good and
relatively fast travel connectionsto Ma n a w avhiah can help grow
a future new leisure destination for Australians wanting to visit for

short breaks (3-5 days) as well as longer touring journeys.

IN
&

IS
K

2%
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There is a strong dominance of Free Independent Travellers Feedback from the vast majority of operators indicated a desire to

(averaging over 90% across both TLAs) with only a small proportion continue to focus on the VFR market , free independent travellers

being on a packaged tour . This reflects the strong business sector and the boutique tour market as the mass/large  r coach tour market

and VFR sector categories who visit Ma n a w and dhe very limited was notseenasagoodfiwi t h the regionAandroduc:

numbers of those travelling for h  oliday and leisure purposes. expected to take a longer timeframe to recover
Figure 10: Historic Visitation to Palmerston North City - _“ ., .. b ~"_. "', '_. (Packagedys'FIT)' 2019* -7 T = _
O - O L e e . T
Pac k &Tgoeu r Pac k dTgoeu r
5% 9%

Undependent traveller Undependent tra
9 % 9 %

0 1bid
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2.5.3. Historic Spendingin  _* " " _ b

2.5.3.1. Why the data differs?

MBIE has changed the provision of tourism spend ing data, moving
away from the Monthly Regional Tourism Estimates (MRTEs)hese
have been replaced by Tourism Electronic Card Transactions (TECT.Ss)
The TECTs have been established by MBIE as an

replacement for the MRTEs.

interim

The MRTEs wer e dbaltoisswesthat Have ariseh from
COVID1 9 Y t he
electronic card transaction spend, up to the whole of industry

met hodol ogy for
spend, became unusable. The TECTs instead aim to present the
measured electronic card transactions (ECT ) attributable to
tourism, but without any attempt to represent the total spend. This
method is considered to be the best way to provide spend data to
the industry while travel is severely affected by COVID -19 border
restri®tions. j

As a result, the two datasets are different and are not comparable.

There are, however, s ome challenges with the TECTs .

A They represent card spending only (do not include any other
form of spending such as cash, pre -purchases or online
the TECTs being
substantially smaller than those in the MRTES so the two series
Ma n a wdEQT

spend data is much smallerthan Ma n a w MRTE spend data).

spend). This results in the figures in
should not be directly compared (this is why

A The TECT data is provided by Marketview, who use s a base of
ECT spending from the Paymark network (approximately 70%
of total ECT spending) to estimate total ECT spend ing.

Figure 11 Historic Visitor Spending in Palmerston North City - _ ", " .

. ‘ ‘ hl A

2021

2019

2020

Visitor Type
Munternati Meomestic

1 https://www.mbie.govt.nz/immigration  -and-tourism/tourism

2 |bid.

. b7 bR02T
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A The TECT dataset is better used for proportions and trends of
spending, rather than dollar values.

2.5.3.2. Historic Spend

Figure 11 provides a shapshot of historic spend in Palmerston
North and Ma n a w aDisfrict based on the TECT data.
important to note that this data is
TECT data (provided by MBIE) which is not able to pick up on all

It is
conservative given it is based on

w evisitp hspending . It denhoestrates¢he fellowing tlends and patterns,

however.
A Visitor spend very much domestic market dominated for both
TLAs. While domestic visitors represented 91% of total

visitation in 2019, their spend represented 94% of all spend ,
showing the strength of this market not only from a visitation
perspective but also from a n expenditure viewpoint .

A Although COVID-19 did have an impact on visitor spend ing,
this was not as significant as what some other destinations
around the country experienced.

A The region is likely going to require more commissionable
tourism product s to generate a solid uplift in visitor spend ing
for both T LA areas.

A Supply-side capacity constraints (especially accommodation
capacity) will continue to have a major i mpact on visitor
spending and visitation growth generally. More major events

(cultural, sports -based etc) are also likely to be required along

with refreshed and new visitor attractions and experiences.

x I s

$2 68

2019 2020 2021

-research -and-data/tourism -data-releases/tourism -electronic -card-transactions/
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Figure 12 provides a summary of spend ing by product type and illustrates the following.

A Retail spend leads, followed by food and beverage. These two product types collectively represent 81% of total visitor spend for
Palmerston North and 84% for Ma n a w aFbagHQ and hospitality and producer industries should look to grow collective use of local
and wider reg ional produc t and as a feature of event/conferencing catering. Brandinggual ity Manawatd prreedsce an
to be strengthen ed to support the regional proposition as a foodie hub.
A Accommodation spend ing is relatively small (averaging 7 -8%), reflecting the limited supply of product s.
A Cultural and recreation spend ing is also low (averaging only 1%) which reflects the free entry of many experiences and the need for
attraction refreshers/upgrades to help improve their marketability since they were deve loped. Comparative to many other
destinations nation -wide, this is a small share of total overall spend.

Figure 1277, _. T T T 0 T T T T e o el B e e ST T

Cul t @8Reel%$2 43

Cultar
Ree
1% $3m

2 |bid
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2.6. Our Product Offering

Ma n a w ahasiia growing array of attractions, experiences, and

accommodation products . The following section provides a

stocktake of this mixto provide anover view of the

strengths and possible gaps that exist.

2.6.1. Accommodation Stocktake

Figure 13 provides a summary of the accommodation audit
undertaken and demonstrates the following.

A There are just over 4,200 accommodation rooms in the region
but some of these ( an estimated 5 motel properties) are
currently utilised as emergency housing so are not part of the

Thi s

sufficient ,

regional room stock. is f

supply.
bookable unit stock is important for securing events and

accommodation Having year-round,
attracting a larger, more diverse overnight visitor market.
A The

Airbnbs/holiday homes (55% of all properties an

r e g cconmmdationatypology is dominated by

d 14% of all
rooms). This accommodation type has anecdotally been
growing as commercial accommodation supply has been
increasingly constrained.

A The majority of room stock, however, is provided through

student apartments and long -term  accommodation
properties (36% of all rooms throughout the region ).

A Interms of short -term commercial accommodation, however,
motels provide the most room stock, representing 23% of all
stock and 14% of all properties. Hotels, on the other hand,
appear to b e underrepresented, comprising just 2% of all

properties in the region.

With respect to product gaps, Ma n a wA &c@ommodation mix

would appear to be missing the following.

A Man awacurigntly does not have a larger, higher -quality
hotel and has limited bra nded accommodation product s.
Feedback indicates the region often struggles to attract larger
events (due to the constrained size of the accommodation mix)
and higher -end corporate events because of this. There are

often challenges is securing accommodation  mid -week due to

MANAWATU

a lack of supply and rates being charged do not necessarily

reflect the quality offered because of this.

rhe g Higher /gsalitg, ufamilye 4friendly destination holiday parks

(rather than traditional caravan -style parks).

A Boutique and higher -end lodge -style accommodation.

A Glamping pods and eco chalets able to support cycle trails and
walking tracks throughout the region as well as offering
overnight river-based experiences for rafting and kayaking

and fishing trips (guided and unguided) for trout etc.

2.6.2. Accommodation Sentiment

understanding of how this is calculated). It is important to note that

the Net Promoter Score (NPS) assessment was only undertaken on

product s with five or more reviews. A score of more than 50 is very
good, while a score of less than 30 is below average.

A Overall, ManawAs Gaccommodation mix
+47 which is a good overall score (based on over 10,500
reviews). However, this score is effectively boosted by the
regi onAs abcommodatipm affering which generates a
strong average NPS of +8 0.

A Four categories received below -average scores, including:

- Apartments , student, and long -term accommodation
-3

- Group accommodation & hostels

- Hotels: +16

- Pub accommodation: +30

C+1

Motels z which dominate Ma n a wA ¢ 0 starm rcdmmercial
accommodation o ffering (in terms of bookable room stock) -

achieved an average rating of +37 which is about average.

p>

On a comparative basis, the following NPS scores were

achieved (as averages) in similar exercises in other
destinations in NZ:

- Dunedin received a + 48 NPS

- The Waitaki received a +51 NPS

- The Mackenzie received a +44 NPS

24| Manawat @
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2.6.3. Attractions/Experiences Stocktake

Figure 14 provides the results of the stocktake of ManawAs$ O (rafting, kayaking, jet boating etc), night -time economy
attractions and experiences. It demonstrates the following. activities (markets etc), Himat angi Beach blokarting, agri

< ) ) ) tourism, food innovation and tech experiences.
A Based on the audit, there are 230 different tourism

. . . A With respect to product gaps, there appear to be the following.
attractions/experiences across the region. o
p . ) - Limited art, mana whenua and cultural products when
A Natural areas, rivers, beaches, parks, and lookouts comprise
) . ) compared with the size of other product typologies . The
the largest share of the product identified (50%). While much
. ) . opportunity exists to develop this form of product;
of this product service a local market, it also forms an ] ]
. . _ however, it needs to be cutting -edge technology,
i mportant part of the regionAs tourism offering. N
P . . interactive and unique. A traditional museum -style
A The product is very much ¢ lustered within Palmerston North 7z
. . experience is unlikely to deliver a distinctive or exciting
plus small clusters in Feilding and Ashhurst.
< . ) visitor experience.
A There is an abundance of free product s (an estimated 73% of o o ]
. . 1 - Limited destination -style3 hal | mar kj events
all attractions and experiences are free ). Although free

. - Limited health and wellness product  s.
product forms an important ustart of a destinationAs prod ]
. . . L - Limited tour product to offer guided, boutique
mix and is important for community amenity, it is important to i )
. . experiences of the region .
ensure there is a balance: paid product generates far greater o )
. ) . . . _— - Limited product that leverages the r e g i gmowing
economic benefit which can assist in growing social licence for o ] ]
. Jf oodi e,jits strangayricultural economy, and its
tourism. e Thisi anificant ity f
. . ) . night -time economy. This is a significant opportunity for
A Many attractions (built and natural) appear to require g Y ] g pP y
. . Ma n a w agtven the growing F&B offering and the
reinvestment and upgrading.

P ) ropensity for visitors to spend on F&B.
A While there was anecdotal commentary that Ma n a w ahast prop y P

limited indoor, family -friendly attractions, it appears to rate 2.6.4. Attractions/Experiences Sentiment
better than many others in this area.
A Ma n a w #as the only motor sport circuit south of Hamilton The sentiment assessment of Ma n a w A gttéactions/experience

(this makes it unique in a very large area). mix demons trates the following. It is important to note that the Net

A Man awatasi well-developed drive circuits and cycling Promoter Score (NPS) assessment was only undertaken on

circuits throughout the district product s with five or more reviews. A score of more than 50 is very

A The hospitality offering in the region is good quality with a good, while a score of less than 30 is below average.

range of restaurants and bars etc. The regi onAs AF &mBn e0 fr fe grbdach misachieves a positive NPS score of + 51,

received a good NPS of +40 demonstrating t hat customers are based on just under 22,000 reviews. This is a strong rating that
generally very satisfied with the F&B experience on offer.  This should continue to be built on.
score is even higher when takeaway and pub  establishments A The highest NPS score (+71) was achieved by walking areas &
are excluded , with an overall NPS of +43 being achieved. trails , followed by gardens (+70) and F&B experiences (+68).
A Event capacity is restricted due to the size of venues (and A  Paid attractions and experiences , on average, rated higher
accommodation capacity). (+58) than free experiences (+45). Indicating that the visitor
A Te Apasteiplan development projects for Manawat O markets see better value adds that tour guides and activity
Gorge are noted as a priority for Councils and many experiences are offering as paid experiences.
stakeholders. A On a comparative basis, the following NPS scores were
A Manawatsi recognised as having no adévkdinsimirikettised ih othbt Restnaidns in NZ:
icons but having very attractive vistas and rural landscapes. - Dunedin received a +63 NPS
A Ma n a wdas@ome good niche sectors with the potential to - The Mackenzie received a +61 NPS
grow such as garden tours and events, river activations - The Waitaki received a +58 NPS

4 Based on a top line analysis
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Figure 14:_* | ' . '¢] affractions/experiences offering (a summary)

Category
.Ar,lCuIt&Perfor ming Arts
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Dannevir|
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0,
1% 3% gy
2%
%
7%

5 %

Nat ur al ,RirvesBesa c hReasr K& 0.0 114

Wal ki ng &lrmread s 25
Museums st or i &P G4 g es 24
Out oor Ent er&Raeeicrneantti on 17
Out door Ad(RarttiuMiepy Bi,Ka 15
Udndoor Ent ertRacmmant on 10
Ar,Cul t &Performing Arts 8
F&B Experiences 12
Gardens 5
Tot al 230
Wal ki ng &Armread s 480
Gardens 592
F&B Experiences 2288
Out door Ad(RarfttuMhey Bi, K.i 2378
Ar,Cul t &8Performing Arts 832
Museumsd stori&PG4d es 5267
Out oor Ent er&Reeicrneantti on 2,492
Nat ur al ,RArveeBesa c hReasr K& 0 . 4399
Undoor Enter’Racmmant on 3131
Tot al 21859
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MANAWATU

2.7. Community Sentiment Survey

In 2021 and 2022 CEDA conducted surveys to gauge community sentiment regarding tourism within Ma n a w aTheifull questions from
the 2022 survey are included in Appendix 2. The survey was open for over 30 days and received 337 responses. The findings are
summarised below.

Figure 15 illustrates a good age range of respondents but a strong skew of more women than men responding. The regional spread is wid e
with 62% being from Palmerston North and 27% from Feilding and the wider Ma n a w aegian (excluding Palmerston North City).

Figure 15 Respondent Profile
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MANAWATU

Figure 16 provides perceptions of community towa rds the visitor economy. it demonstrates that generally there is strong positive
sentiment towards the visitor economy in  Ma n a wa@vér 80% of respondents agreed or strongly agreed that the visitor sector is
importantto Ma n a w and bas a positive impact on the region.

Figure 16: Perceptions towards the visitor economy

.Strongly Disa-lbiesagree .CIndiFerent .Agree .Strongly Agree

The visitor
important i
Manawa

The visitor
positive i
Manawa

The visitor se
good empl o
opportunities |

Residents sho
they support |
businesseg
shomedium te
enable tourisg
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MANAWATU

Despite significant efforts, awareness of the regionAs t ooiresposdentspr o mot

indicating they:

A hadnot heard of any promotional initiatives within ~ Ma n a w aand
A theydidnotknowabout ManawAs idestination website: ManawatdNZ.co.nz

This is likely to be due to promotional campaigns being focussedon t ar get mar ket s | ocat e,dolaal tss iad ee noANft Ma rk
seethem. The Palmy/ Manawat 0 Pr i d ethecctonm pngportam toihelp build local awareness .

Figure 17 Tourism promotion awareness
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Figure 18 provides a snapshot on community perceptions about visitor growth. It shows that

A the community are equally concerned about the impact  that strong, unsustainable growth that visitation from both an international
and domestic market could haveon Manawat 0

A COVID19 did little to change the mind of most  about the visitor sectorin  Ma n a w avithimore than half indicating their views did not
change; and

A while some in the community are concerned about the growth of the visitor economy in  Ma n a w g§23%) most wer e either not
concerned at all (38%) or were not sure (39%).

Figure 18 Perceptions o f growth
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MANAWATU

Survey results reflect the strength of the VFR sector along with special interest niche markets (education, sporting events, conferenc es
etc.).
Figure 19 Why peoplevisit _* , * . ' . p
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The core words community believe people are not attracted to visit ~ Ma n a w appéar to reflect perceptions of there being too little to do
in the region, poor weather along with its reputation of being boring.
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MANAWATU

The top experiences to do in Ma n a w averé noted to include walking along Ma n a w &Rtver, the gorge experience and the 26 ha.
esplanade site with its various park-based attractions.

Figure 21 Top three things to do

What are yourmusetpdetxipeeé ences you would recommend to Wisitors who come to Manawat

beaches

park ara kotahi .

streat
e walk o GOrge rorerars
pathway cafes

) f te theatre
great mountain | arm
walks rugby wind jido MUseum 9e°rge
food Y

riverbap-‘ti eSpIGnGde go walkway

ridge T
feilding shopping MANAWAtU visit Mdanawa

windmills cgfe beach bike cycle track tracks

alon .
J walking foxton
wildbase

restaurants

art

Respondents felt that offering more events and activities for locals and to entice visitor markets, expanding the food and beverage scene

and offering more att ractions for both locals and visitor markets ~ would assist in making Ma n a w arn eren better visitor destination.

Figure 220 _* 7ttt b ot Lo e T T T
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Whilst locals are keen to encourage family and friends to vi  sit, they are concerned that the region is perceived as boring with limited
activities to do.

Figure 23: Encouraging friends and family to visit
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2.8. Global & National Trends in Tourism

The tourism sector globally has transformed significantly over the past ten years. This transformation has, in part, been dri

technology development, major health and financial events as well as changing consumer preferences (in both the way they boo

ven by
k and

travel). Figure 24 summarises some global and national trends impacting the tourism sector, followed by a more detailed description of

each and their implications for Manawat @

Figure 24: Tourism Trends

2.8.1. Recovering from the COVID - 19 pandemic

COVID-19 has disrupted tourism globally. In the short term, the
opportunity exists to leverage New Zea | a n dbestic visitor
market by encouraging them to explore  more of their own country
and engage in local experiences. This potentially could be
converted into a longer -term opportunity because by building

greater awarenessof r egi onal N e wnigdecotiering s g\ s
could change how New Zealander s travel domestically over the

longer term.

As international borders re -open and travel is far easier, New
Z e al acom Markets will be rebuilt (Australia, Southeast Asia,
USA, the UK, and Europe) while also exploring opportunities to
diversify into emerging markets, such as in Asia (India, for example),
where growing wealth is anticipated to drive demand for

international travel. Our natural assets and unique culture provide

the opportunity to offer uniq  ue experiences that these markets are

likely keen to undertake.

Diversification opportunities not only exist in visitor markets but
also through the diversifying into new products and experiences,
for example in luxury travel and encouraging higher  -yielding travel.
This could potentially be driven by uncertainties regarding inbound

international aviation capacity which will both challenge New
Z e a | awsiioNeconomy and encourage a focus on high er-yield

travellers.

Umpl i cati on f o fThe Bhiftrbp many destinations to
focus far more on the domestic market means that competition
amongst New Zealand Adestinations has significantly increased.
Ma n a w adeds to ensure it is offering new and enhanced unique

visitor experiences.
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